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INTRODUCTION
Local content is an essential resource for Indonesia because it has economic as well as cultural values. Local content has the value of local wisdom, believed to be able to build a strong national identity and is able to survive amid the uncertainty era. Indonesia is a nation rich in local moral values, but the reality today shows that local content is more difficult to be accessed than many foreign contents as broadcasted on TV and internet media. The need for the local content is becoming increasingly difficult to be fulfilled when we live outside our region or when we will abroad, resulting in a separation process of local culture systematically (Kaltum and Widodo, 2016) .
The Local TV which generally has a regionalism mission is expected to encourage the growth of local content from all areas of Indonesia. But many of the local TV stations are in tough condition, shown by the fact that more than 200 local TV stations can only absorb 2.5% of all advertising spending which is the source of free-to-air (FTA) income. This causes many local TV stations suffer a financial loss and unable to produce TV programs which can compete in the national and global industry.
The limitation in broadcast coverage is considered to be the main factor causing the local TV difficult to develop. Some local TV stations have improved the broadcast coverage via satellite, but this method cannot be followed by others because of the expensive satellite channel rent. Some local TV stations have also expanded through the internet streaming but this is a new technology requiring a considerable adaptation, resulting many local TV stations unable organize it independently. There is a need for an aggregator system that can help extend the coverage of local TV broadcasting over the Internet.
The current development of information technology enables digital multimedia content to be distributed via the internet effectively. The availability of larger bandwidth access, the smarter and more powerful receiving device, as well as the more efficient compression technology, allow the internet TV service to be enjoyed more comfortably in various media players. Besides, a variety of access connections enable us to enjoy TV programs from anywhere and anytime . Currently, the internet TV can be enjoyed by using various terminals such as PC/laptop, tablet/ iPad, smartphones, smart TVs, set-top-box, etc. Various access connections such as fixed, wireless, and mobile connections are also available easily.
The improvement in broadcast coverage has the potential for expanding the market and increasing the number of viewers in order to increase the income from advertising. Nielsen's Southeast Asia Quarterly Advertising Index revealed that in the third quarter of 2011, the Indonesia advertising spending was the largest in Southeast Asia . Media ad spending in 2011 reached IDR 80.2 trillion and it was expected to grow by 14.71% to IDR 92 billion in 2012. More than 60%, or about IDR 50 trillion of the media advertising expenditure was absorbed by the TV media. This potentially gives hope for local TV stations to extend the reach so they increase their economic value and promote the local TV industry in general.
Related to the problems and potential solutions that can be done, we conducted a study to foster the local content and increase the economic value of the local TV industry in Indonesia through the globalization of local TV content using internet TV technology. This study was conducted by involving academic institutions, research institutions, industry players, local TV associations, and government agencies. All parties involved in the research consortium of the internet local TV. Thus, the problem formulations of this research are as follows: First, How is the perception and expectation of the viewers on Local TV in West Java Second, How is the business model canvas of Local TV stations in West Java which enables them to develop in order to have global competitiveness
LITERATURE REVIEW
There are two main concepts used in this research, which are related to Service Quality and Business Model Canvas. Heizer, Render, and Munson (2016) stated that the quality is the ability of goods or services to meet customer needs. Metters et al (2006) improved to differ from competitors. They stated that the quality of service focuses on addressing the needs and desires of customers and accuracy of delivery to compensate customers' expectations. Thus, in producing the service product specification, the company should not only consider management decisions, but also consider the expectations or opinions of its customers.
Service Quality
The opinion of Heizer, Render, and Munson (2016) regarding the service quality is well-known as SERVQUAL. It is a widely used instrument providing a direct comparison between the expectation of the customer service and the actual service provided. SERVQUAL focuses on the gap between the expectation of the customer service and the service delivered. The dimensions of SERVQUAL are tangibility, empathy, reliability, responsiveness, and assurance. Zeithaml and Bitner (2003:85) mentioned that, 'Service quality is a focused evaluation that reflects the customer's perception of specific dimensions of service namely reliability, responsiveness, assurance, empathy, tangibles. Based on the assessment of service quality provided to the customers, business operators are able to identify problem quickly, improve their service and better assess client expectation.
According to Parasuraman, Zeithaml, and Berry (1988) , it is during the service delivery that the quality of services is assessed and the contact with each customer implies as a chance to satisfy or dissatisfy the customer, a moment of truth. They defined customer satisfaction with regards to service as 'by comparing perceptions of service received with expectations of service desired.' They also mentioned that an excellent quality of service is perceived when expectations are exceeded and on the other hand, service quality is considered as unacceptable when expectations are not met. Lastly, quality is satisfactory when perceived service confirmed expectations. In addition, Parasuraman, Zeithaml, and Berry (1988) introduced five dimensions which led to the development of SETVQUAL, these dimensions are as follows: Tangibles: These include the appearance of employees, physical facilities being offered and equipment which form part of service experience.
Reliability:
The way the service is being delivered, that is, the ability to deliver the promised service precisely and consistently. Responsiveness: Willingness to help customers, respond to their queries and also to provide rapid service to them. Assurance: Understanding and courtesy of staffs and their capability to inspire trust and confidence. Empathy: Helpful, care about the customers' requirements and the firm provides individualised attention to its customers with compassion.
Business Model Canvas
There are several ways to improve the quality of service so that the service provider can meet the desires of consumers. One of the methods for improving the quality of service is by using a business model canvas which was first introduced by Osterwalder and Pigneur (2010) in his book Business Model Generation. This is an analytical tool that can help us find the right business model. They attempted to explain a simple framework to present the crucial elements contained in a business model. Wheelen et al (2015) defined that business model is a company's method for making money in the current business environment. It includes the key structural and operational characteristics of a firmhow it earns revenue and makes a profit. A business model is usually composed of five elements: Who it serves, What it provides, How it makes money, How it differentiates and sustains competitive advantage, How it provides its product/service. The simplest business model is to provide a good or service that can be sold such that revenues exceed costs and all expenses. A review on business model frameworks can be found in Krumeich et al. (2012) . In the following some frameworks are introduced.
Business reference model; is a reference model, concentrating on the architectural aspects of the core business of an enterprise, service organization or government agency. Industrialization of services business model; Business model used in strategic management and services marketing that treats service provision as an industrial process, subject to industrial optimization procedures.
Business Model Canvas; Developed by Osterwalder and Pigneur (2010) and 470 practitioners from 45 countries, the business model canvas is one of the most used frameworks for describing the elements of business models.
Osterwalder & Pigneur (2010) stated that the Business Model Canvas is a business management strategy that allows us to describe, design and then sums up the aspects of the business into one unified business strategy.
At glance, the actual flow of the business model canvas is quite simple. Broadly speaking, the plot flows from one business element to the next important element. The business element which is the soul of the business model canvas is outlined below.
Business Model Canvas is a business model which consists of nine blocks of the business activity area. This has the goal to map out a strategy to build a strong business so the company can win the competition and be successful in the long term. The nine-block models in Business Model Canvas are taken together as a single business entity.
These nine block models are: Customer Segment When running the business, the organization should first designate who should be served. The organization may set to serve one or more segments. The determination of the segment will determine other components in the business model.
Value Proposition
Value Proposition is a benefit offered by the organization to the market segment served. The value proposition surely will determine the selected customer segment or otherwise. Value Proposition will also affect other components such as the Channel and Customer Relationship. Channels Channels are the means for an organization to deliver Value Proposition to the served Customer Segment. Channels function in several stages ranging from customer awareness to the after-sales service. Two other elements that must be considered carefully in making Channel model is the Value Proposition and Customer Segment.
Revenue Stream
Revenue Stream is considered as the most vital component. Generally, an organization generates revenue from customers. Yet many organizations are able to create income from other sources, not just from customers.
Customer Relationship
Customer Relationship is the way of an organization to create a bond with its customers. Key Activities Key Activities are the main activities of the organization to create Value Proposition. Key Resources Key Resources are the organization's resources used to realize the value proposition. Generally, these are human resources, technology, equipment, channel, and brand. Key Partnership Key Partnership is a resource needed by the organization to realize the value proposition, but it is not owned by the organization. The utilization of Key Partnership of a company can be outsourcing, joint venture, joint operation, or strategic alliances. Cost Structure Cost Structure is the composition of the costs to operate the organization to realize the value proposition provided to customers. An efficient cost structure is a key to the profitable organization. MaRS (2012) propose that business model design includes the modelling and description of a company's (1) value propositions, (2) target customer segments, (3) distribution channels, (4) customer relationships, (5) value configurations, (6) core capabilities, (7) partner network, (8) cost structure, and (9) revenue model.
METHODS
The method of this research is descriptive survey using quantitative and qualitative research approach. The population of this study is all local TV viewers and This study uses primary and secondary data. Primary data were obtained from questionnaires both online and offline. The offline questionnaires were distributed to the Local TV viewers in West Java. Qualitative data collection was conducted by in-depth interviews with TV station CEOs and Focus discussion group with teams from each local TV Station.
RESULTS AND DISCUSSION

Perception and Expectation of Local TV Viewers in West Java
The followings are the mode of all respondent answers representing the perception and expectation of the local TV viewers in West Java. and expectation of local TV viewers regarding the programs aired by local TV stations in West Java.
The table 3 shows that all programs of local TV stations in West Java could not satisfy their viewers as seen from the negative values of the gap score between perception and expectation. This condition shows that all the dimensions of service quality of the local TV programs in West Java, i.e. tangibility, empathy, reliability, responsiveness, and assurance are considered not optimal and need to be improved.
Business Model Canvas of Local TV Stations in West Java
In this study, there are two types of Local TV business models in West Java; 1) Local TV with public TV business model and 2) Local TV with private TV business model. Local Public TV is a TV owned and operated by a state-owned enterprise for the purpose of disseminating regional development information. media as well as fulfill the needs and desires of their customers. The seventh element channel. The local TV stations in West Java, especially their marketing departments, get in touch with their customers using several methods such as promotion, media partners, word of mouth, door to door, and barter promo. The eighth element is the cost structure. This represents the costs incurred by the local TV stations running the business. The costs incurred by local TV stations are for the production of the programs, i.e. for accommodation, paying the presenters, legal, administration, electricity, salaries, paying building or studio rent. The last element is the revenue stream. The income received by a local TV comes from advertising, production house, talk shows, off-air programs, production of advertising and video clips, sponsorship, profit sharing, certain event procurement, and advertorial.
Business Model Canvas of Local Public TV Stations in West Java
Here is the business model canvas of local Public TV station in West Java for developing local contents based on nine elements of the business model canvas.
Value Proposition
The main value of Local Public TV Station is disseminating regional development information hence its can stimulate investors to invest in this region.
Customer Segment
The Customer Segment of Local Public TV Station are local government, wide society and investors. Channels The Channels to deliver TV programs are through free-to-air broadcast, TV Channels and Internet. Customer Relationship Local Public TV Station maintain relationships with their customers through telecommunication media, social media and internet to interact and capture the customer feedback. figure 2 .
Key Activities
CONCLUSION
The local TV viewers still feel unsatisfied with all aspects of the programs offered by the local TV stations in West Java. It is shown that the viewers perceived is lower than the viewers desired. Based on business model canvas, the model business of local private and public TV are almost same. It shown in these nine elements of BMC. Basically the business goal of private and public TV is to create revenue from advertising. We recommend that the Local TV Stations need to create unique and superior programs to elevate the value of local wisdom as uniqueness value proposition. Besides, the local TV Stations need to expand their coverage area to increase amount of viewers. The local TV Stations could expand their broadcasting to Digital TV Channel.
